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The Montana Arts Council has been fully enveloped in

the development of its FY2001-2006 Strategic Plan, based

on the strong and articulate response to MAC's

Statewide Conversation on the Arts survey and public

meetings held in a variety of sites in the fall of 1999. The

rich public input permitted MAC to draft a bold and

exciting Strategic Plan for the arts in Montana in the new

century, molded again by public comment in Spring

2000. MAC'S definition of "the arts" encompasses all the

arts: visual arts, performing arts, literature, media arts

and folk and traditional arts.

RATIFIED JUNE 10. 2000
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The Montana Arts Council is the agency of state

government charged with promoting and expanding

the significant role of arts and culture in our lives

through a variety of grant and technical assistance

programs, which benefit Montanans of all ages and

cultures as current or future creators, participants or

patrons of the arts.

k MAC VISION STATEMENT

The 21st Century will establish the Montana Arts

Council as a state and national leader in the arts by

focusing its vision outward, to not only strengthen

the arts in the state, but also help boost Montana's

economy, stimulate quality of life and improve

education throughout the state.
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AN OVERVIEW OF THE PLANNING PROCESS
To develop the 2001-2006 Strategic Plan, the Montana Arts Council (MAC) collaborated with Louise Stevens and ArtsMarket Consulting in Bozeman.

ArtsMarket is considered to be one of the finest arts planning consultants in the nation. ArtsMarket helped design the process to include extensive public input

to develop the plan, to make it the most comprehensive plan in the agency's history. Over one thousand Montanans shared their ideas, resulting in this bold new

plan. Here is the process utilized to gather this broad participation.

ENSURING BROAD PUBLIC PARTICIPATION One of the primary

goals of the process was to create as much meaningful participation as

possible by the arts community and the general pubUc. MAC also wanted

to expand participation beyond public meetings since attendance at these

events has typically been small in the past, despite its best efforts at

publicity and ample notice.

FOCUS GROUPS. The process began with four six-member focus groups

targeted to include: 1) grantees, 2) artists, 3) underserved individuals and

4) the general public. The focus groups identified critical issues facing the

arts in Montana. Arts educators were also heavily involved in establishing

issues through work accomplished in an extensive arts education

evaluation done in 1998.

SURVEYS. Ten thousand Montanans were invited to participate in a

Statewide Conversation on the Arts survey. Six thousand individuals

were in the Montana Arts Council database; the other four thousand

people were members of the general public. Surveys were distributed in a

variety of locations throughout the state to solicit these opinions. All

legislators also received MAC surveys. The survey asked people to

prioritize critical issues and identify any others they believed important.

WEBSITE SURVEYS. The plan was also posted on the agency website for

electronic comment.

SITUATIONAL ANALYSIS. Research of Montana's current economic and
educational climate and population was undertaken to provide a broader

context in which to shape priorities and goals. This analysis can be found
in the Strategic Plan section on the agency website at www.art.state.mt.us.

ECONOMIC IMPACT SURVEY. MAC's study of the "Economic Activity

of Montana's Non-profit Arts Industry" also served as a catalyst for

examining in greater depth the arts and Montana's economy.

ARTS EDUCATION PROGRAM EVALUATION. This evaluation was
completed in 1998. The evaluation forms a core in developing arts

education strategies.

FIELDWORK. Fieldwork done by staff during the year throughout the

state was also included.

PERSONAL INTERVIEWS. One-on-one interviews were conducted with
the Arts Council's 15 members, staff, other state agencies and arts

education leaders.

STAFF AND COUNCIL RETREAT. A council member/staff retreat,

facilitated by Louise Stevens, was held to take all of the above public

input and draft the plan.

ROUNDTABLES. To boost public input, a series of roundtables were held

in Billings with Growth thru Art (people with disabilities) and the

Southside Hispanic community and business leaders. A teleconference with

arts education leaders from across the state was also held in late October.

PUBLIC MEETINGS. Input from six public meetings helped develop

tactics for the draft plan before it was presented statewide. The meetings

were held at two rural towns in northwestern Montana, Libby and
Eureka, and two cities with a large concentration of artists and arts

groups, Bozeman and Missoula. Also, meetings were held on two Indian

reservations in eastern Montana, in Lame Deer on the Northern Cheyenne
Reservation and at Crow Agency on the Crow Reservation.

DRAFT DOCUMENT. A final draft of the plan was developed at the

November 1999 Montana Arts Council meeting.

OTHER METHODS FOR PUBLIC INVOLVEMENT The draft plan was
available for public comment through MAC's website and MAC's
newsletter. MAC also publicized the plan's availability for public

comment through newspapers and radio statewide.

PLAN FINALIZATION. The draft plan was reviewed by the Montana

Arts Council during MAC's November 1999 and February 2000 council

meetings. Public comment on the draft plan continued with a final

postcard response option which was tallied and the suggestions

incorporated into the final plan.

PLAN RATIFICATION. The final plan was ratified unanimously by

the Montana Arts Council members in attendance at the meeting held

June 10, 2000.

MAC STRATEGIC PLAN



STRATEGIC PLAN DIRECTION I: ARTS EDUCATION
Bring artists and Montanans of all ages, backgrounds and abilities together to advance learning in and through the arts, pre-K and beyond.

ARTS ED OBJECTIVE 1: Promote the value of arts in education and the quality of arts education programs in Montana.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Help keep arts teachers in public schools

1. Meet with and invite government, business,

education leaders and the public to annual

regional meetings to promote the value of arts

education.

2. Promote web-based compilation of literature

on the values of arts in education.

STRATEGY B: Increase public awareness of the value of arts education

1. Increase information distribution on the value

of arts education.

2. Facilitate at least one feature article about arts

education in major statewide media each year.

3. Promote increased attention to the arts, as

compared to athletics, through a concerted

public awareness program geared to PTAs and
school leadership.

4. Promote family participation and the arts as a

family value.

STRATEGY C: Increase public awareness of quality and availability of learning experiences provided by state's arts groups and artists

1. Assist artists and arts organizations to

develop and promote their educational

activities.

STRATEGY D: Publicize MAC's Arts in Education Program

1. Develop and implement a public information

promotion for MAC's arts ed programs.

2. Present speakers at one state teachers' or

principals' convention each year.

3. Meet with business and community leaders in

six regions of the state.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC PLAN DIRECTION I: ARTS EDUCATION continued

ARTS ED OBJECTIVE 2: improve the arts skills of teachers and the teaching skills of artists.

i Short-Term Tactics FY 2001 & 2002
E

STRATEGY A: Site evaluations

Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

1
1. Conduct five residency evaluation site visits

each year.

STRATEGY B: Training institute

1. Present a training institute with Very Special

Arts Montana in 2001 and 2005 to prepare

artists to teach people with disabilities and
disability specialists to use the arts.

STRATEGY C: Promote and improve arts teaching in underserved communities

Recruit rural teachers and principals to

participate in MAC arts ed residency program
and its evaluation and revision in 2003-2004.

STRATEGY D: Workshops

Increase the number of fully-trained artists

who can work with youth-at-risk to at least

one in each discipline.

Encourage Montana arts and folk arts website

use as art, history and literature teaching

resources.

Design an artist-mentor program for teacher

training.

4. Present six regional workshops with teachers

and artists to train teachers in the use of the

arts as a tool for teaching other subjects.

5. Present professional development workshops
with artists and specialists in youth-at-risk

programs.

6. Include juvenile justice, prevention staff and

Department of Corrections in the planning of

training and residencies for youth-at-risk.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC PLAN DIRECTION I: ARTS EDUCATION continued

ARTS ED OBJECTIVE 3: Ensure that the arts are basic to the education of Montana children and young adults in grades

pre-K through 12 and beyond.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Develop new capacity for ongoing arts in education in underserved communities in central and eastern Montana

1. Begin to build at least one artist residency in

each county that has not yet participated in

the residency program.

2. Increase the media exposure on local arts

education issues/activities in rural areas.

3. Send MAC program and advocacy materials

to all rural schools and arts/community

organizations.

STRATEGY B: Assist in the development and promotion of statewide K-12 content and performance standards in the arts

1. Serve on the task force drafting new arts

standards for adoption in 2001.

2. Facilitate seminars featuring arts at annual
conferences of superintendents and school

boards.

3. Help promote the nev^r arts standards to all

schools and resource centers statewide.

STRATEGY C: Assist educators in creating and modifying curriculum and achieving performance standards in the arts

1. At all state teacher conferences, present

workshops on residency programs offerings

and how to plan effectively for them.

2. Present an institute in 2003 that partners

artists with teachers to assist them in creating

lesson plans and teacher guides.

3. Assist K-8 teachers to meet arts standards by
providing web-based service and

information.

4. Use artist/teacher mentoring to implement

K-8 theatre and dance curriculum in three

new communities.

More

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC PLAN DIRECTION I: ARTS EDUCATION continued

ARTS ED OBJECTIVE 3 continued

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004

STRATEGY D: Expand access to arts education in unserved and underserved communities

Long-Term Tactics FY 2005 & 2006

1. Build new partnerships with underserved arts

and community groups.

2. Facilitate and assist Tribal Colleges in needs

assessments to create and maintain traditional

arts programs.

3. Recruit at least one artist from each

reservation for MAC's Artist Registry by 2003.

4. Implement one residency program in each of

the Native American reservations.

5. Create at least one ongoing program in a

juvenile detention center.

STRATEGY E: Advance the inclusion of Montana "folklife" across the curriculum

1. Support the teaching of traditional arts and
cultures in all schools.

2. Encourage recognition of local folk artists and
leaders and partnerships with K-12 education.

3. At the local level, encourage the creation of

tools that infuse folk art into Montana history

and social studies units.

4. Support an average of five residencies per

year involving Native American artists on and

off reservations.

STRATEGY F: Establish "virtual partnerships"

1. Organize three teacher institutes for

technology in the arts.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT
Implement a focused statewide effort to achieve arts-driven economic development in the state of Montana

to benefit artists, arts organizations, private businesses and communities.

ECONOMIC DEVELOPMENT OBJECTIVE 1: Engage in the creation of business and community economic development

partnerships and programs that produce value, pride and support for Montana's artists and arts orgainzations and benefit to local Montana businesses.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Initiate partnerships

1. Develop at least one new private- or public-

sector partnership each year that profits

Montana artists and/or arts organizations and
local business.

2. Link with "Made in Montana" and other

statewide marketing efforts. Promote
"authentic American Indian made" labeling

and a "Made in Montana" seal.

3. Build long-term relationships with the State

Department of Commerce, Rural Economic
Development Partnership, Montana
Association of Counties, Montana League of

Cities and Towns and Tribal Economic
Development Offices, among others.

4. Develop methods to inform the key economic
planners for the state that the arts are a

facilitator to leverage change in communities.

Make the arts a regular part of major

economic discussions, locally and statewide.

STRATEGY B: Conduct economic impact studies

1. Sponsor study on individual artists from
traditional to contemporary in all disciplines.

2. Sponsor study of arts-related private-sector

businesses.

STRATEGY C: Increase economic development-related grant programs

1. Maintain core agency grant program funding.

Expand grants and services that assist in

meeting economic development and arts

education goals.

2. Establish biennial $200,000 Rural Arts

Initiative through state funding.

MAC STRATEGIC PLAN 8



STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT continued

ECONOMIC DEVELOPMENT OBJECTIVE 2: Create a full-scale, major statewide and national promotional campaign to

actively champion Montana arts and artists and the outstanding quality of their work.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STATEWIDE STRATEGY A: Create exhibit booth

1. Create an exhibit booth for use at three to five arts

and non-arts trade and service shows per year.

STATEWIDE STRATEGY B: Build public awareness with business and financial leaders

1, In three to five Montana communities

annually, facilitate a dialogue with financial

and community leaders to inform them of the

economic impact of the arts and cultural

tourism statewide.

STATEWIDE STRATEGY C: Create tribal Unisons

1. On each reservation, maintain a MAC tribal

liaison.

2. Establish a MAC information display on each

reservation.

3. Investigate partnerships with the American
Indian College Fund and American Indian

Higher Education Council, among others.

STATEWIDE STRATEGY D: Expand speakers program

1. Expand the Montana Arts Council "State of

the Arts" speakers' program. Target 100

bookings of each program over 2001-2002.

STATEWIDE STRATEGY E: Facilitate increased media exposure for the arts

2. Conduct five keynote addresses per year at

non-arts conferences.

1. Pitch and prepare Montana arts stories to be
used in non-arts publications with a goal of

five new publications per year adopting

stories featuring Montana arts and artists.

2. Continue developing and broadcasting TV
and radio 30-second promotional spot

campaigns.

3. Meet with media leaders to encourage more

media time devoted to the arts in Montana,

with the goal of making arts a standard

feature in daily news.
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STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT continued

ECONOMIC DEVELOPMENT OBJECTIVE 2 continued

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004

NATIONAL STRATEGY A: Implement a promotional pian

1. Develop and implement a plan that ties to

specific economic development initiatives to

promote Montana artists and Montana as an
arts destination.

Long-Term Tactics FY 2005 & 2006

NATIONAL STRATEGY B: Pitch stories to news media

NATIONAL STRATEGY C: Advertise Montana artists

NATIONAL STRATEGY D: Participate in trade shows VI

1. Develop and pitch Montana arts story ideas to

mational media and publications.

ito i

4
1. Advertise Montana's artists/events/arts scene

nationally in targeted publications and on the

web.

1. Target specific national trade shows and ?

determine appropriate partners to promote
Montana arts.

MAC STRATEGIC PLAN 10
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STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT

ECONOMIC DEVELOPMENT OBJECTIVE 3 increase Montana's statewide emphasis on cultural tourism, focusing on

Montana artists and arts organizations.

I
Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Initiate cultural tourism partnerships I
1. Continue developing a formal, mutual

partnership with Travel Montana resulting in

substantial Travel Montana support of

cultural tourism and its inclusion of the arts

as an equal partner.

2. Ensure arts representation on the Tourism
Advisory Council.

3. Ensure arts representation on the Lewis and
Clark Bicentennial Commission.

4. Ensure arts representation on the board of

each of Montana's tourism "countries."

5. Work with the arts community and artists of

Montana, local and state business and M
government agencies, to help them develop f
and/or package major cultural tourism

projects/trails/festivals (realizing that primary
cultural tourism work rests with Travel

Montana).

6. Incorporate into the above tactics the methods
to assist Montana's traditional and Native

American artists and arts activities.

STRATEGY B: Strengthen Montana artists' involvement in cultural tourism

7. Work with the Tribal Tourism Alliance to

achieve the plan's goals.

1. Provide technical assistance to Montana
Indian reservations to establish cultural

centers.

2. Ensure that arts organizations and artists are

working actively in local tourism efforts.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT continued

ECONOMIC DEVELOPMENT OBJECTIVE 4 Create stateuMe and national market visMUty and business opportunities jo

Montana artists and arts organizations.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Create internet and web marketing initiatives to promote all Montana arts

STRATEGY B: Promote philanthropic funding for Montana arts organizations

1. Market MAC as the definitive resource to

locate all artists and arts organizations in the

state,

2. Publish a searchable web database registry of

all Montana artists and arts organizations.

3. Investigate utilizing MAC's resource

databank of artists and arts organizations to

develop an e-commerce niche. Engage and
support existing private-sector enterprises in

this area.

STRATEGY C: Increase visibility for Montana artists

1. Conduct a systematic campaign that

encourages Montana businesses to make
ongoing philanthropic contributions to

Montana tax-exempt arts organizations.

4
1. Explore attracting a major national arts-related

event to Montana or investigate co-sponsoring

a major, highly visible annual arts event that

does not compete with any current Montana
event.

2. Encourage a national retailer to help promote

the arts and artists of Montana.

3. Develop an initiative to promote the sales of

Montana Indian and traditional arts and

crafts.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC DIRECTION II: ECONOMIC DEVELOPMENT continued

ECONOMIC DEVELOPMENT OBJECTIVE 5 increase and focus the nature of technical assistance toward artistic

development, audience building, marketing, business skills and fiscal

development for Montana artists and arts organizations.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004 Long-Term Tactics FY 2005 & 2006

STRATEGY A: Professional development support

1. Create and implement an effective resource

program to strengthen boards of directors for

non-profit arts organizations.

2. Increase four-fold the Montana Arts Council's

technical assistance program budget (based on
demand).

3. Conduct statewide Cultural Congress for

artists' and arts organizations' skills

development at least every five years.

4. Use the MAC website as a technical assistance

tool for the "business of the arts."

5. Assist in publishing a listing of arts venues
with technical specifications on the web.

6. Provide on-line interaction capabilities for

Arts Pros.

7. Host professional networking and
community-building opportunities for artists.

STRATEGY B: Resource and audience development support

1. Provide professional development/resources

for audience development.

STRATEGY C: Identify potential funding sources for the arts in Montana

1. Establish a resource directory of community
development funding assistance and other

funding resources.

2. Partner with the Small Business

Administration to explore creating a revolving

loan fund for entrepreneurial arts endeavors.

NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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STRATEGIC DIRECTION III: INCREASED AGENCY RESOURCES
Create focused resources and methods to strengthen arts education and arts-driven economic development statewide.

Short-Term Tactics FY 2001 & 2002 Mid-Term Tactics FY 2003 & 2004

RESOURCES OBJECTIVE A: increased technology

1. Acquire appropriate technology and ensure

adequate database capabilities.

2. Develop a revenue plan of state, federal and
other funding to further support and expand
initiatives within the Strategic Plan (ongoing).

RESOURCES OBJECTIVE B: increased revenues

1. Aggressively pursue state funding and
continually analyze other potential revenue

sources.

2. Double grant funding for artists and arts

organizations.

RESOURCES OBJECTIVE C: Engage Montanans in meeting Strategic Plan goals

Long-Term Tactics FY 2005 & 2006

3. Develop website registry as a resource for

selling artists' work. (With all proceeds

returning to the project, commissions on those

sales, membership fees or work exchange

could help finance this site.) However, MAC
will not compete with the private sector in the

scope of this project.

1. Determine staffing and private sector

contractors to achieve the Strategic Plan's

goals (with a heavy emphasis on contractors).

2. Contract with Montana marketing and/or

advertising professionals to direct the major

promotion efforts within this plan.

3. On the local level, engage Montanans to

monitor progress on the plan's goals and to

recommend revisions and adjustments.

RESOURCES OBJECTIVE D: strengthen MAC'S grant and service initiatives

1. Adapt current and develop new grant and
service initiatives for Montana artists and arts

organizations that achieve the goals in this

plan.

•I
NOTE: This plan is a working, evolving blueprint. Annually, progress will be charted, strategies and tactics reviewed and adjusted.
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EXECUTIVE SUMMARY

FY 2001-2006 STRATEGIC PLAN Statewide Conversation on the Arts.

Four different six-member focus groups

(grantees, artists, "underserved" individuals

[in this case, non-grantees] and the general

public) were asked to identify the most critical

issues the Arts Council should address in the

2001-2006 Strategic Plan. This research was

conducted in half-hour phone interviews by

ArtsMarket Consulting of Bozeman.

Nineteen primary issues emerged in these

conversations. These issues were then used in

the Statewide Conversation on the Arts survey,

asking Montanans to rank their importance on

a scale of one (not important) to four (very

important). Sixteen of these nineteen issues

ranked above a score of three, indicating they

were important for the Arts Council to address

in its plan.

Most critical issues MAC should

address:

Responses in priority order are:

1. Help keep arts teachers in schools.

2. Increase the public's value of arts

education.

3. Teach the public about the economic
impact of the arts.

4. Leverage more money for arts from
businesses and foundations.

5. Expand statewide opportunities for

artists to sell work.

6. Maintain and increase grant support for

artists and arts organizations.

7. Increase state arts funding.

8. Help organizations build audiences.

9. Develop statewide coalitions between
businesses and the arts.

10. Expand national opportunities for

Montana artists and arts groups.

11. Create new business opportunities for

artists and arts groups.

12. Reinforce the growing reputation of

Montana artists.

13. Increase professional development

opportunities for artists and arts

organizations.

14. Use the arts to attract more visitors to

Montana.

15. Maintain and expand the agency's

newsletter, "State of the Arts."

16. Leverage investment in Montana as the

west's premier cultural destination.

The three issues that ranked below
"somewhat important":

1. Establish a brand indentity for Montana
Artists.

2. Provide long-distance learning

opportunities.

3. Increase the price of beef and wheat in

Montana.

Interesting facts:

There was only a 14% variance in scoring from

the #1 issue and the #14 issue on the above list,

implying there are major expectations of the

arts community and the general public about

strong needs here.

The survey asked individuals to identify their

relationship to the arts. The respondents

were:

42% artists

11% educators

9% general public

9% arts board members/volunteers

7% arts managers

1% legislators

8% other

13% no category indicated

15 MAC STRATEGIC PLAN



Zip codes were also tracked. As a result, of

the respondents:

• 41% live in rural communities

• 36% live in urban communities (the six

largest cities in Montana)

• 23% provided no zip codes

The top issues of most importance,

individually, to the group as a whole were:

1. Keeping arts teachers in schools

2. Increasing the value of arts education

3. Increasing state arts funding

4. Expanding statewide opportunities for

artists to sell work.

Rural respondents also identified the price of

wheat and beef in their top three issues, which
is of importance since in the overall ranking of

all issues it placed last.

People living in rural areas also included two
additional choices in their top-priority list:

1. Teaching the community about the

economic importance of the arts.

2. Maintaining and increasing the grant

support to artists and arts organizations.

People living in the cities also included that it

was important to:

1. Leverage and stimulate more funding
from business and foundations.

Increasing grant funding was important to

everyone. Artists scored this at 3.53 (of a

possible 4 points), arts managers at 3.55 and
the general public a very strong 3.29.

Arts education is the top scorer by everyone—
both in terms of the need to reinforce the value
of arts education and keep arts teachers in

school.

There were rarely extreme variations in the

types of answers given when comparing types

of people. For instance, both artists and the

general public thought it extremely important
to expand statewide and national opportunities

for artists to sell work.

Situational Analysis.

For the first time, the Montana Arts Council
developed an official situational analysis of

the state's economy, populations, and
education profiles. This analysis provided a

broader context in which to develop this plan.

Among the most pertinent information:

Agriculture, Employment and the Economy

Agriculture is the state's #1 income producing
industry, but ag prices hover at Depression Era

levels.

• Montana, overall, is diversifying from
agriculture to service and trade

industries

• Economic growth is not spread evenly

across the state

• Tourism is the #2 (and growing) income-
producing industry

• Montana is 50th in the nation in average

annual wages of $22,500.

Populations and Migrations

Increased numbers of retirees are moving in to

the state.

Only 9% of Montanans would consider

relocating out of state for money, presumably
choosing to stay because of "quality of life."

The state's population is expected to grow 25%
by 2025.

Tourism

68% of Montanans responding to a survey cited
the main advantage of tourism to be increasing
the economy.

Education

Montanans as a whole are well educated. 18%
hold bachelor's degrees.

Over the last five years Montana students

placed fourth nationally in ACT scores.

Arts education content standards are targeted

to be in place in Montana schools by 2005.

The resultant FY2001-2006 Strategic Plan
is monumentally different than any other

in the agency's history. The plan is

designed to put MAC on the leading edge
by focusing its vision outward to not only
strengthen the arts in the state, but also

help boost Montana's troubled economy,
stimulate quality of life and improve
education throughout the state.

MAC STRATEGIC PLAN 16



To achieve the Montana Arts Council's

leadership potential, the 2001-2006 Strategic

Plan focuses specifically on these strategic

directions:

• Strategic Direction I: Arts education

• Strategic Direction II: Economic
development

• A third direction was developed to

provide resources for these major

initiatives.

These major themes of arts education and
economic development include a number of

vitally important developmental areas:

• Technical assistance: not the "same old,

same old," but programs of increased

substance and sophistication.

• Community development: not only

looking inward at the arts, but outward,

as arts play an increasingly significant

role in strengthening Montana's
communities.

• Public awareness: a continuation of

MAC'S extensive promotion to build the

stature of the arts and grow larger local

support for arts organizations and artists.

• Stabilization: amplification of financial

resources from MAC and other areas;

more advanced audience and board
development is also a priority.

• Focus on arts organizations and artists

strengthening their economic viability.

Not surprisingly in Montana's rural

setting, artists work in isolation and need
ways to strengthen the economic
viability of their work.

• Increased partnerships to ensure
excellence of arts education in the

schools. Major shifts in focus here center

on the addition of the mandate to help

keep arts teachers in schools and to assist

in implementing first-time Arts content
standards in the schools.

OUTCOMES

Four significant outcomes of statewide

importance will actively be in process at

the end of the plan's five years. They are:

• Greater respect for Montana arts

and artists.

• Greater stability in the arts industry.

• Effective arts education.

• Increased public awareness for, and

pride and participation in, the arts

in Montana.
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MONTANA ARTS COUNCIL . . .

Boosting local economies,

revitalizing communities and

improving education through the arts.

The 2001-2006 Strategic Plan is also accessible

on the Montana Arts Council website at: www.art.state.mt.us

(Publications, Articles, Consultants).
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